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Q Mobile is a branch of China Mobile in the southeast coastal cities. There is a 
bottleneck in the development of customer size and efficiency in recent years. The 
new customer development presents into the situation with sharp increase and sharp 
reduce, and there is a weak growth in ARPU, the traditional marketing tools continue 
to show the limitations. The use of information technology in the level of considerable 
is very important. It is a very important topic for Q Mobile, by means of information 
technology, to analyze and improve the marketing of closed-loop process, reduce 
operating costs, increase customer loyalty, and thus improve customer LTV. 
This article will analyze the domestic and international economic environment 
and the overall competitive situation of communications carriers in China, and then 
dissect the problem in the current marketing for the predicament faced by Q Mobile, 
to draw the necessity and importance of Marketing IT Practice. Based on the 
combination of customer life cycle theory and information technology, the article will 
give research on marketing IT practice in Q Mobile, and analyze the role it has played 
in precise marketing and services. The study involved six parts as follows: market 
segmentation and customer identification, customer value and tariff analysis, channel 
management situational-triggered interactive marketing, customer communication and 
satisfaction management, and intelligent monitoring. On market segmentation and 
customer identification, the study analyzed how to build cloud-based migrant workers 
recognition model, to establish a scientific analysis of customer behavior and to 
develop a variety of applications based on these models. On customer value and tariff 
analysis, the study analyzed how to build customer revenue calculation model by 
means of information science, and to identify the customers who have true value for 
the company. On channel management, the study analyzed how to build the channel 
regulars model, and to shorten the radius of the customer service, and then to improve 
service speed of response and effectiveness. On situational-triggered interactive 
marketing, the study analyzed how to build the marketing platform，to establish 
point-to-point accurate marketing at the right time and place. On customer 
communication and satisfaction management, the study analyzed how to establish 















customer packages effect forecast. On intelligent monitoring, the study analyzed how 
to build intelligent comprehensive operational monitoring system, and to establish 
closed loop warning processing system through process automation. 
Q Mobile has in all aspects of marketing strengthened the awareness of customers, 
the grasp of the market, and the monitoring of operational status, through the use of 
the methods and tools presented in this paper, and enhanced the marketing capabilities 
and effectiveness by information technology. The results of this study can be applied 
to other prefecture-level communication carriers, and also have certain reference 
value on marketing theory practice and information technology. 
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第 1章 绪论 
1 
第 1 章 绪论 
1.1 论文背景及意义 
1.1.1 研究背景 
2009 年 1 月 7 日 14 时 30 分，工业和信息化部为中国移动、中国电信和中
国联通发放了3张第三代移动通信(3G)牌照，此举标志着我国正式进入3G时代。
3 张牌照分别为：中国移动增加基于 TD—SCDMA 技术制式的 3G 牌照，中国
电信增加基于 CDMA2000 技术制式的 3G 牌照，中国联通增加基于 WCDMA
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